Internet Marketing of a Selected Company by Olejová, Jana
VYSOKÉ UČENÍ TECHNICKÉ V BRNĚ
BRNO UNIVERSITY OF TECHNOLOGY
FAKULTA PODNIKATELSKÁ
ÚSTAV EKONOMIKY
FACULTY OF BUSINESS AND MANAGEMENT
INSTITUTE OF ECONOMICS
INTERNET MARKETING OF A SELECTED COMPANY
INTERNETOVÝ MARKETING VYBRANEJ SPOLOČNOSTI
DIPLOMOVÁ PRÁCE
MASTER'S THESIS
AUTOR PRÁCE Bc. JANA OLEJOVÁ
AUTHOR
VEDOUCÍ PRÁCE Ing. VÍT CHLEBOVSKÝ, Ph.D.
SUPERVISOR
BRNO 2015
This version of master thesis is shorten according to Dean regulation No. 2/2013. The 
paper does not include the identification of selected company, along with information 
that are subject to non-disclosure 
Brno University of Technology Academic year: 2014/2015
Faculty of Business and Management Institute of Economics
MASTER'S THESIS ASSIGNMENT
Olejová Jana, Bc.
European Business and Finance (6208T150) 
Pursuant to Act. No. 111/1998 Coll., on Higher Education Institutions, and in accordance with
the Rules for Studies and Examinations of the Brno University of Technology an Dean’s
Directive on Realization of Bachelor and Master Degree Programs, the director of the Institute of
is submitting you a master's thesis of the following title:
Internet Marketing of a Selected Company
In the Czech language:
Internetový marketing vybranej spoločnosti
Instruction for writing:
Introduction
Theoretical Foundations
Current Situation Analysis
Proposals and Contribution
Conclusion
References
List of Appendices
Pursuant to Act no. 121/2000 Coll., Section 60 (author act) as amended, this project is a “School Work”. The use of
this project is governed by the legal regulations of the author act. Citation licences must be granted by the BUT
Faculty of Business and Management.    
List of literature:
Brown, E. Working the crowd: Social media marketing for businesses [eBook]. London: BCS,
2012. Available via: ProQuest [Accessed 18 March 2015]. 
Halligan, B. and D.Shah. Inbound marketing: get found using Google, social media, and blogs
[eBook]. 
Hoboken, N.J.: Wiley, 2010, Available via: Dawsonera [Accessed 18 March 2015]. 
Hooley, G., Piercy, N.F. and B. Nicoulaud. Marketing strategy and competitive positioning. 4th
edition. Harlow: FT Prentice Hall, 2008. ISBN 978-0-273-70697-7.
Smith, P.R. and J. Taylor. Marketing communications: an integrated approach. 4th edition.
London:  Kogan Page, 2004. ISBN 0-7494-4265-4.
The supervisor of master's thesis: Ing. Vít Chlebovský, Ph.D.
Deadline for submission master's thesis is given by the Schedule of the Academic year
2014/2015.
L.S.
_______________________________ _______________________________
doc. Ing. Tomáš Meluzín, Ph.D. doc. Ing. et Ing. Stanislav Škapa, Ph.D.
Director of the Institute Dean of the Faculty
Brno, 31.3.2015
  
Abstrakt 
Diplomová práca sa zaoberá súčasnými prístupmi a praktikami Internetového 
marketingu. Cieľom práce je voľba a následná aplikácia nástrojov online marketingovej 
komunikácie, ktorými by sa zvýšilo povedomie o značke vybranej spoločnosti. 
Preskúmaním jednotlivých nástrojov internetového marketingu, práca navrhuje online 
komunikačný mix firmy s využitím sociálnych médií a online reklamy. 
Kľúčové Slová 
Internetový marketing, Internet, Online marketing, Digitálny marketing, Komunikačný 
mix, Sociálne siete 
 
 
Abstract 
This thesis targets on contemporary approaches and practices of the Internet marketing. 
The aim of the paper is selection and application of online communications tools that 
would enhance brand awareness of the selected company. By the examination of 
particular online marketing tools, the work proposes online communications mix of the 
company with the focus on social media and online advertising. 
Key words 
Internet marketing, the Internet, Online marketing, Digital marketing, Communications 
mix, Social media networks 
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Introduction 
Over twenty years ago, the emergance of the Internet, along with the World Wide Web, 
transformed commercial trading around the globe. The World Wide Web provided 
potential for creating new market place and business models, which had considerably 
affected businesses and the way in which they compete. It should come as no surprise 
that organizations has decided to explore these new opportunities and broaden their 
knowledge and experience through online applications. The advent of ‘information 
highway’ has not only intensified competitive pressures, but also altered the process of 
communication and networking with organizations’ customers.  
Since 90’s, when the first communication over the Internet appeared, businesses has 
adopted a broad range of digital devices and platforms in order to satisfy customers’ 
needs online. The expansion of digital area and the acceptance of digital technologies 
among the customers were the incentives for organizations to incorporate digital 
activities into their marketing strategies. Over the years, the Internet marketing has 
allowed businesses to reach their online audience worldwide. 
The marketing communications is an ever altering area. As the focus from traditional 
marketing techniques has shifted towards digital marketing, various communication 
approaches and channels for conducting dynamic dialogue with organizations’ target 
audiences has emanated from the virtual environment. Currently, universal 
communications and virtual worlds are accepted as a digital medium for social 
interaction. Social media, online advertising or weblogs can deliver value to a 
organization by facilitating two-way interaction and conversation with its customers and 
thus heighten brand awareness. Besides, owing to the Internet tracking options, John 
Wanamaker’s legacy: “Half my advertising is wasted; trouble is I don’t know which 
half.” is now possible to overcome (Quotation page, 2015). Analytic tools provide 
valuable insights into organization’s website traffic, as a result of which companies can 
identify and target their most effective marketing activities. 
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Objectives of the thesis 
The purpose of this diploma thesis is to determine the most efficient employment of the 
Internet for online marketing communications of a selected company. Brand awareness 
is the primary objective for Internet marketing utilization in the company. The proposals 
for the company, drawn from the theoretical framework and from the conducted 
analyses, should provide an online promotional mix that would enhance brand 
awareness of the company.  
The various tools of the Internet marketing, with the concentration on online advertising 
and public relations, will be examined in a theoretical review. The evaluation of the 
company’s current situation will be grounded in an analysis of business environment 
and in SWOT analysis. The uncontrollable factors of macro environment will be 
evaluated by PESTLE analysis. In addition to awareness of macro environment 
characteristics, Porter’s analysis of industrial structure, along with an analysis of 
competition in Czech and Slovak market, will be conducted. 
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1 Teorethical review 
1.1 Marketing 
The following chapter is about the leading marketing approaches and various marketing 
definitions. Additionally, it offers an insight into business-to-business marketing and 
marketing mix.  
Since the term marketing was applied after industrial revolution in 18
th
 and 19
th
 
century, a significant number of authors and academicians has made an attempt to 
explain and describe marketing from their point of view. Therefore, an excessive 
amount of marketing interpretations exist nowadays. 
Initially, the term marketing can be conveniently looked up in a dictionary, which 
declares that marketing is “the business of moving goods from the producer to the 
consumer”, where goods can be either referring to goods or services (Smith and Taylor, 
2004, p. 5). 
The American Marketing Association, which is one of the largest marketing 
organizations in the world, has made the effort to review diverse marketing 
interpretations prior to revealing its own. The following is contemporary definition of 
marketing, which was approved by the American Marketing Association Board of 
Directors: 
“Marketing is the activity, set of institutions, and processes for creating, 
communicating, delivering, and exchanging offerings that have value for customers, 
clients, partners, and society at large.” (American Marketing Association, 2013). 
To compare these two approaches to marketing, there is a clear difference between the 
American Marketing association’s definition and one from a dictionary. The American 
Marketing association’s definition goes beyond distribution and considers other parts 
that constitute marketing, such as pricing, communication and product. Moreover, this 
concept involves all shareholders of a company, along with the public, which for 
instance may be affected by an advertisement.  
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Simultaneously, Kotler and Armstrong (2013, p. 27) underline the customer 
satisfaction as a central feature of their marketing definition, in which marketing is: 
“The process by which companies create value for customers and build strong customer 
relationships in order to capture value from customers in return.” 
Owing to above explanation of marketing, it may be assumed that an organization 
should initially resolve its target markets and acknowledge their needs, with the result 
that the company can offer a product which will meet customers’ requirements. 
Additionally, this marketing approach, which puts great emphasis on customer 
relationships, would provide a competitive advantage to the organization (Hooley et al., 
2008). 
Otherwise, the Chartered Institute of Marketing in the United Kingdom views 
marketing as: 
“The management process responsible for identifying, anticipating and satisfying 
customers requirements profitably.” (Davis and CIM, 2012, p. 4) 
The CIM’s marketing definition has its limitations in terms of the word ‘profitably’. 
The discrepancy may be perceived in the commonly accepted concept of customer-
oriented organizations in relation to marketing. Besides, non-profit organizations exist 
in the market as well. 
Ultimately, after more than two centuries of practical use of marketing in businesses, 
meaning of marketing and its area of expertise remain contentious. Regardless of 
preference to a marketing definition, the basic marketing principle persists: customers 
buy the solution of their problem or need, not a product (Hooley et al., 2008). This 
statement points out the fact that customers buy benefits, which they can get from 
buying or using the product or service. As a consequence, a business should satisfy 
customer’s needs and therefore marketing should be involved in each part of business, 
from product development, through finance (pricing strategy) and logistics 
(distribution) to business development (strategy and promotion). 
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1.1.1 B2B Marketing 
In order to follow-up the previous statement that customers buy solutions to their needs, 
two distinct markets can be distinguished: namely consumer and business-to-business 
market. These markets’ customers possess different preferences, buying behavior and 
expectations. For this reason, a company should be familiar with who its customers are. 
In consumers markets, customers purchase a product based on their personal 
requirements and subjective preferences. On the contrary, in business-to-business (B-to-
B or B2B) market the decision to purchase a product or service is made on objective 
professional needs.  
Generally, the business-to-business market is characterized by individual and highly 
personalized approach, strong business relationships, derived demand, products 
tailored to a business customer and large operations with a great amount of money 
(Kotler and Armstrong, 2013). Gillin and Schwartzman (2011) set the number of 
differences between business-to-business and consumer market. According to them, the 
business market features are: 
 focus on value rather than experience, 
 longer business buying cycles, 
 committed business buying decisions made by groups, 
 substantial role of relationships, 
 service and support as indispensable decision factors. 
As explained by Wright (2004), in business-to-business marketing, a company should 
establish business relationships with the customers and, as a result of which, it will 
make higher profit. This stems from the assumption, that long-term relationship 
between a seller and its customer initiates the formation of a valuable business 
network, from which the company can benefit. The author is convinced that an 
organization, which possesses the most information about the industry and the extensive 
business network, is probably the most successful. 
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1.1.2 Marketing mix 
Marketing mix can be defined by various approaches and structures, such as 4Ps, 5Ps, 
or even 7Ps. Traditionally the marketing mix comprises from the 4Ps, which were 
founded by a Canadian author, Jerome McCarthy. The 4Ps stand for product, price, 
place and promotion. These four characteristics, which can be mixed in an infinite 
number of ways, provide a basic framework for a company marketing. Nonetheless, 
they must be managed properly in order to satisfy customers and the competition 
(Jobber, 2007). 
According to Kotler and Armstrong (2013, p. 76), four primary marketing elements 
can be described: 
 product means the goods and services, which a company offers to the target 
group of consumers. This element covers product development (design, quality, 
variety and features of the product), brand name, packaging and a service. 
 price is a crucial element of the marketing mix as it stands for the amount of 
money that a company obtains from customers, who buy its products or services 
in the market. The price is represented by list price, allowances, discounts, credit 
terms and payment period. 
 place concerns company activities which make the product available to the 
target customers, such as distribution channels, locations, logistics, 
transportation, inventory and coverage. 
 promotion relates to company activities which communicate and promote the 
merits of the product to target markets; namely advertising, sales promotion, 
public relations and personal selling. 
Some authors criticize 4Ps approach to the marketing mix as it may appear simplified. 
Notwithstanding, in case of 5Ps the fifth P – people - is added. People can be 
understood as customers or staff of a company. Some authors argue that this factor is 
the most important as it contributes to the company’s success and for this reason, it 
should not be overlooked. Thus, regarding to the typical marketing mix, building and 
maintaining long-term relationships with customers can be incorporated within a 
company’s 4Ps framework (Smith and Taylor, 2004). 
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This diploma paper aims on communication over the Internet. Hence, in detail would 
be further examined merely tools for communicating products to target consumers. 
These tools are known as ‘promotional mix’.   
1.2 Marketing communications 
This chapter determines what exactly can be understood under the term marketing 
communications.  Further, it provides an overview of the main communications tools. 
In general, communication has the major role in social interaction. Concurrently, in 
order to execute trading conversation, for instance promoting company activities, 
products or news, more than one party has to be involved. Actually, as argued by Clow 
and Baack (2013, p.18), the communication is “transmitting, receiving and processing 
information”. It solely appears when the company message intended for the receiver is 
obtained by the receiver. The communication is effective if misunderstanding, 
misinterpretation and message rejection does not occur at all. Consequently, it is critical 
to understand consumer’s needs for engagement and interaction in conjunction with 
implementing strategies to maximize them. 
As stated by Pickton and Broderick (2005), the term promotions can be 
interchangeably used with marketing communications. There is no doubt that by 
thinking that advertising is just another word for promotions, some confusion may arise. 
Even though, advertising in only a part of promotion. The authors (Pickton and 
Broderick, 2005, p. 4) describe the marketing communications as: 
“all the promotional elements of the marketing mix which involve the communications 
between an organization and its target audiences on all matters that affect marketing 
performance.” 
Fill (2006, p. 30) defines communication as “the process by which individuals share 
meaning”, so participants must be able to interpret the content embedded in the 
message they have received and be able to react comprehensibly.  
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Basically, the marketing communications goal is to convey a company’s offer to a 
target market. Owing to this, the key communication features has to be applied: a 
transaction (all parties are involved in the process), an intention (a considered effort is 
made to receive a response) and symbols (words, music, pictures, etc.) (Blythe, 2006). 
1.2.1 Communications mix 
As stated by Fill (2013) the essential communications tools are advertising, sales 
promotion, public relations, direct marketing, personal selling and added-value 
approaches such as sponsorship.  
In addition, Hooley et al. (2008) argue, that there are exactly six communications tools, 
namely advertising, public relations, sales promotions, personal selling, direct 
marketing and sponsoring. As the differences among the definitions of marketing exist, 
the perception of tools for marketing communication can diverse too. The emphasis on 
certain communications tools can differ among companies since they are competing in 
different industries and pursue different marketing strategies. All marketing 
communications should provide clear message on account of the fact that other 
competitors, which attempt to attract the same audience, occur in the market. Primarily, 
a company should define coherent objectives of its promotional mix. Further, the 
company can decide whether it will pay for the use of specific media or for the use of a 
marketing agency. The other possibility is to use company’s assets to communicate 
messages, namely its websites, vehicles and buildings (Hooley et al., 2008). 
Advertising uses paid mass media to deliver promotions to the target audience. It 
covers an Internet platform, television, posters, radio, business and national press. 
Regardless a company’s choice of media provided by an identified sponsor, an 
advertising campaign should be tracked and monitored in order to ascertain the return 
on investment (ROI). By these actions, any problem can be recognized immediately as 
it arises (Pickton and Broderick, 2005) 
Advertising can be executed for a number of reasons, for instance for awareness of a 
brand, a company, a solution of problem, an event or a website. Brand awareness is 
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perceived as a necessity of purchase and therefore it is highly important to represent the 
company in the proper manner (Jobber, 2007). 
The second tool for marketing communications is sales promotions, which is a non-
personal type of communication able to target smaller groups of (potential) customers. 
Traditionally, sales promotions are associated with diverse promotional activities, such 
as price deals and discounts, coupons, free samples, limited editions, point-of-sale 
displays or leaflets. As a consequence, sales promotions are often perceived as the 
acceleration of sales (Blythe, 2006).  
A dynamic communication is represented by personal selling, which regards face-to-
face conversation, with the result that feedback and evaluation from a customer are 
possible instantly (Fill, 2013). Additionally, by removing the interpersonal aspect of 
personal selling and replacing it with a ‘through-the-line’ communication, the fourth 
element of the promotional mix, direct marketing, is mentioned. Direct marketing 
operates with various communications tools, for instance direct mail, telemarketing or 
permission marketing, for the purpose of creating and maintaining a personal, 
intermediary-free, communication with potential customers, customers or other 
stakeholders (Fill, 2013). 
Public Relations (PR) can be defined as the maintenance and improvement of valuable 
relationships between a company and its different publics without paying for the placing 
of news. Public relations apply to shareholders, the workforce, the local community, 
government, the media and pressure groups. PR practice, known as well as corporate 
communications, considers trends and based on them implements agenda that will 
assist both the public and the company’s interests (Blythe, 2006). Similar to advertising, 
public relations can be a great tool for reinforcing the reputation of a company and for 
building up brand awareness.  
An efficient marketing tool for communications is undoubtedly sponsorship on the 
grounds that it “allows a particular audience to be targeted with a particular message” 
(Pickton and Broderick, 2005, p. 575). An organization contributes to an activity in cash 
with the expectation of establishing a business relationship. Subsequently, the company 
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can achieve its marketing or even corporate objectives and hence obtain a competitive 
advantage. It is substantial to distinguish charity activities from sponsorship. In case 
that a company contributes to a charity, it rarely anticipates any recognition for its 
donation (Pickton and Broderick, 2005). 
1.3 Technological progress and marketing trends 
The appearance of the Internet, together with the World Wide Web has triggered the 
breakthrough of information and communication technologies. Since 1992, when the 
World Wide Web was developed by Tim Bernes-Lee, the initial connected companies 
and their connected consumers have been given the opportunity to examine the value of 
this innovation. The nature of communication between a company and its consumers as 
well as technologies, applied in the conversation, has been adjusting as the technology 
transformed from Web 1.0 to Web 4.0. Moreover, digital technologies created a new 
environment for digital trading and even originated in new industries, such as online 
auctions (Jobber, 2007; Porter, 2008).  
With regard to rapid expansion of digital activities in last decades, organizations have 
realized that digital technology can deliver real values for their businesses. Over the 
years, companies have incorporated this new technology into their marketing campaigns 
and promotional strategies, presenting both end consumers and businesses various ways 
to buy goods, communicate and receive information. By the adoption of digital devices 
with diverse platforms, the businesses can appreciate all benefits resulting from more 
interactive marketing communications. Furthermore, the technology has enabled 
easier information gathering, accomplishment of transactions and diminishing the costs 
for communicating. Consequently, a company can reach potential customers 
conveniently, at relatively low costs, all over the world (Fill, 2013). 
Gradually with the development of the Internet and the World Wide Web, universal 
communications has spread to a considerable extent, which allows the Internet 
technology to be more accessible to a significant number of individuals. Therefore, 
emerging digital activities have been shaping a new form of marketing, presently known 
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as digital marketing. These communications and distribution channels, such as email 
and mobile communication, online radio or television and social media networking, has 
been integrated into a company’s marketing strategy (Fishkin and Hogenhaven, 2013). 
Any marketing tactic with a digital footprint can be included in the term digital 
marketing. As argued by Chaffey and Ellis-Chadwick (2012), digital marketing 
incorporates all components of Internet marketing, mobile marketing and e-commerce. 
Further, digital marketing can be carried out through varied digital technology 
platforms, such as the Internet and the web, mobile phones, interactive television or 
radio. Interactive television has many features of the Internet, such as engaging 
customers, attracting them or even converting into sales. 
Concerning marketing through the mobile devices, since Apple’s iPhone launch in 
2007, followed by the growing popularity of smart phones among customers, 
organizations have embraced mobile technologies in order to communicate with 
consumers, promote their products and increase brand awareness. Because of this, 
mobile marketing is highly beneficial and productive for organizations that want to 
offer mobile experience for their customers (De Pelsmacker et al., 2010). 
Referring to the customers, throughout the years, consumer behavior has adapted to 
the technological progress too. In the light of various studies, customers initiate 
information search rather than being passive recipient based on the extensive use of 
search engines, such as Google or Seznam. Current customers around the world use the 
web to search for products, read reviews of a brand and to make comparisons. Besides, 
they can interact with other customers and have after sale engagement with an 
organization (Kourdi, 2011). 
1.4 Internet marketing 
In the following chapter, which focuses on the use of the Internet platform in marketing 
communication, are explored major tools for online marketing thoroughly, containing 
their concepts, analytical options and various tactics for particular marketing strategy. 
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More than a decade before Smith and Taylor (2004, p. 620) defined e-Marketing 
intelligibly as “marketing online: identifying, anticipating and satisfying customer 
needs online”. Despite the further and rapid development of the Internet and computing 
technology, authors’ statement is still valid. Although, the authors simplified view of 
Internet marketing reflects more e-commerce rather than possible benefits offered by 
Internet and web platform for marketing communication. 
The Internet marketing is essentially divergent from traditional marketing 
communications tools. As underlined by De Pelsmacker et al. (2010), since the Internet 
is available everywhere at any time, customers can go within the same session through 
the same medium all four stages of the sale process, namely from awareness to interest 
to desire and to action. Likewise, Jobber (2007, p. 723) explains the Internet marketing 
as “the achievement of corporate goals through meeting and exceeding customer need 
better than the competition through the utilization of Internet technologies”. 
There is no doubt that advances in the Internet communications and technologies have 
altered marketing practices and even marketing strategies. Digital marketing activities 
have undergone a significant transformation since they were utilised by organisations 
for the first time. Owing to this development, engaging customers demands new, 
completely integrated approach. Hence, new approaches to Internet marketing, 
namely inbound marketing, content marketing, marketing automation and integrated 
marketing, has turned up. Primary online marketing communications, such as online 
advertisements, have progressed to interactive blogs, websites and social media sites. 
These interactive marketing practices, which can form consumers’ experience with a 
brand, empower to send the company’s message around the world through social 
networks to its consumers. Nonetheless, solely capturing customers’ attention is not 
longer sufficient. Due to creating long-term beneficial brand experience, a company 
has to interact and engage with customers through meaningful and suitable messages 
(Clow and Baack, 2014). 
Eventually, organizations have realized that online marketing can go beyond paid 
advertising on the Web as they discovered the benefits of content marketing. Content 
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Marketing Institute (2015), a remarkable website for content marketing, determines 
that: 
“Content marketing is a strategic marketing approach focused on creating and 
distributing valuable, relevant, and consistent content to attract and retain a clearly-
defined audience — and, ultimately, to drive profitable customer action.” 
In other words, a company, that manages to frequently publish valuable and engaging 
information for its particular, target audience, can be rewarded with respect and trust of 
its prospects and customers, which may lead to conversions and loyalty of its buyers.  
This form of marketing communications can create more substantial value than paid 
online advertising considering that content marketing do not push company’s prospects 
and customers towards sales. In fact, ongoing quality content pulls the intended 
audience to the company brand, which is represented by its perceptions and 
experiences. Thus, it is crucial for a company to focus on sharing its story and expertise 
by publishing keyword-optimized case studies, white papers, articles or webinars 
through its website, blog or social media networks (Odden, 2012). 
 
Picture No. 1: The Inbound methodology (Source: Hubspot, 2015) 
On the assumption that a company employs all the techniques mentioned above through 
various online communication platforms, the company puts into use an inbound 
marketing. As argued by Fishkin and Hogenhaven (2013), inbound marketing is a 
superior way of marketing as it combines roles and responsibilities to create and deliver 
a message with relevant, anticipated and personal content through varied channels 
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such as search engine and social media to individuals who are interested in receiving 
them.  
Correspondingly, according to leading platform provider for marketing automation, 
Hubspot (2015), inbound marketing aims to create quality content that would pull an 
audience toward a company and its product. By associating the company’s published 
content with its consumer’s interests, the content can be spread promptly on social 
media networks or other blog sites. Basically, inbound marketing focuses on being 
found by company’s consumers, which leads to attracting an inbound traffic to the 
company’s website that can be converted into sales.  
Inbound marketing, that is executed efficiently, enables to heighten search engine 
rankings, drive website traffic and originate inbound links.  The strategy behind a 
conventional inbound marketing is to generate and nurture leads, which can be then 
converted into sales. As a result, inbound marketing can assist with building a company 
brand and strengthening a company position in the market, which leads to the growth 
of brand awareness. Vice versa, a well-known company brand may make less effort to a 
successful inbound marketing (Halligan and Shah, 2010). 
Concurrently, above contemporary approaches for Internet marketing can be 
categorized into groups based on several perspectives. For instance, on the basis of 
where a company decide to publish its content, if it is required to pay for media or 
which online marketing activities are applied by the company. Kourdi (2011, p. 75) 
states that five principal themes related to the Internet marketing can be identified, 
namely  
 Search Engine Optimization (SEO);  
 Search Engine Marketing (SEM); 
 social networks and media marketing; 
 display and banner advertising; 
 direct marketing; 
 analytics.  
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Otherwise, when a company is in an early stage of business and is concerned for its 
marketing expenditures, the following classification may assist to choose the 
appropriate activities and tools for its online marketing. In order to conserve the 
marketing budget, the company can initially concentrate on its own media, along with 
earned media. Next, for further business development, the search engine and display 
marketing might become necessary. 
 own media: company blog, website and email 
 paid media: search engine and display marketing 
 earned media: SEO, social networks and content published on other blogs 
Nevertheless, the Internet marketing activities are not limited to solely marketing 
communications. Actually, all elements of the marketing mix can be implicated by 
digital marketing, for example: 
 product’s features can be customized and delivered via a digital interface; 
 more transparent prices and reduced search costs, together with new purchasing 
practices; 
 the Internet establish a virtual market space with no place limitations;  
 online promotional mix (Chaffey and Ellis-Chadwick, 2012). 
Due to the e-Marketing, organisations can stay in touch with customers, interact and 
form relationships with them online. Prior to getting the right message through online 
marketing communications tools to the target audience, a company must embody the 
online opportunities and unceasing changes in its communications activities. Initially, in 
order to apply right digital marketing tactics and activities, the company has to define its 
marketing goals for online marketing strategy. According to De Pelsmacker et al. 
(2010), four primary marketing objectives specific for digital tools exist:  
1. online advertising, viral marketing, content sponsorship and advertgames can 
generate brand awareness; 
2. shaping brand image among the consumers can be achieved by applying online 
advertising, email and mobile marketing, brand sites, online contests or anchor 
deals; 
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3. e-sampling, e-couponing, e-mail marketing, online contests and mobile 
marketing as tools for brand penetration by creating a trial; 
4. brand websites, online loyalty promotions, e-mail marketing or specific e-
rewarding games should contribute to the goal of establishing brand loyalty 
and retaining customers. 
1.4.1 Weblogs 
A blog, contracted version of a weblog, is a customizable online web space, which 
makes it able for its user to post content. For an individual, a blog can be determined as 
frequently revised web journal which allows its owner to issue its personal ideas, 
opinions and information in chronological order. Although, in case of a blog written 
by an organization, the content should be more concentrated on company’s own news 
or comments and reviews with regard to its industry reports (Nidhi et al., 2011). 
The principle of corporate blogging is based on publishing posts by a company on its 
public website so a person is able to read and react to the blog.  By publishing updated 
posts, the company can establish a conversation with its target audience. Blogging 
makes it possible for blog readers to overcome continents and time zones for the reason 
that blog visitors are able to evaluate published material online, share it or even add new 
content aside from solely reading a post. Typically, the company webpage offers a 
subscription form, so readers can be automatically notified when a new article is 
posted. Besides, the company can decide to write internal blog, which would be 
accessible by the company employees and departments (De Pelsmacker et al., 2010).  
Undoubtedly, blogs are one of the fundamental business tools for executing a content 
marketing strategy. As Weber (2009) anticipates, a company that makes new entries to 
its blog frequently is concurrently an active reader of other blogs. On the basis of this 
statement underlined with various studies, the company operating in business-to-
business market should be keen on creating on-going high quality content through its 
company weblog. In addition, links to other blogs and news articles can be embodied in 
a weblog, which provides readers with access to information. This may lead to building 
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a successful business-to-business organization as a result of strengthening customer 
relationships.  
Furthermore, corporate blogging has become an effective business tool for interaction 
with target audience and brand propagation seeing that it generates credible links and 
comments from its readers. Owing to the interconnected and flexible nature of weblogs, 
the consumer’s brand knowledge can be increased. Thus the customer perception of 
the brand and products can be influenced and shaped positively. Apart from the brand 
credibility and visibility, this form of online public relations can provide more 
substantial impact than online advertising for significantly lower expenditures. Besides, 
the feedback and suggestions from company customers through the weblog are direct 
and immediate. A company may react to the comments with corrective information, 
which can enhance customer service and thus customer relationships (Sheldrake, 
2011). 
Nevertheless, there are a number of reasons why either consumer or business focused 
organization should be active in writing its blog. For example, the company can create a 
buzz in its industry or a significant reference to the company and its website. The 
former may drive the company towards industry leadership, while the latter could 
increase the total of leads and conversions, respectively. Secondly, blog entries boosted 
with relevant links and tagged with keywords can improve company’s position among 
search results since they are easily recognized by diverse search engines (Scott, 2007). 
1.4.2 Search Engine Optimization 
One of the key online marketing objectives is to make to encounter the company online 
the most accessible and effortless for a company’s prospective customers. According to 
Clow and Baack (2014), approximately 80% of all website traffic comes from a search 
engine. Hence, a company benefits from having its brand or name listed as one of the 
first brands when a potential customer performs a search. Search Engine Optimization, 
known as well in its shorter version SEO, can be defined as “the process of increasing 
the probability of a particular company’s Web site emerging from a search” (Clow and 
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Baack, 2014, p. 266). In other words, a company is trying through optimizing its 
website to get the best possible ranking by specific search engine.    
Generally, when a user conducts search through a search engine, two search results are 
shown: the organic and the sponsored or paid results. A company will be shown on top 
of the search engine’s organic results considering that its website was assigned the 
highest score by a search engine. Because of this, the company would have a significant 
number of website visitors which can lead to greater conversion rate. For this reason, 
the understanding of SEO practices is inevitable and thus each company strives to 
obtain ranking score that is as high as possible (Halligan and Shah, 2010). 
Regarding to ranking process, each search engine ranks a website based on its own 
unique rules, proceedings and system. The details about these practices are highly 
protected by a search engine in order to prevent organizations from abuse of the search 
algorithms and mechanisms. As asserted by Fishkin and Hogenhaven (2013), a search 
engine ranking can be based on following practices: 
 accessibility of the content on the webpage 
 highly relevant content about a company’s field of activity, industry and market 
sector; 
 page load time; 
 basic on-page elements including relevant keywords, titles and internal links to 
boost the website performance;  
 creating a content that company’s audience would want to share on social 
media networks will also build an inbound links for a company;  
 citations and links that a website can earn, together with conversion rate and 
website traffic bounces, are substantially influenced by the user experience;  
 online marketing campaigns. 
Drawn from the previous statements, a company website should be designed with 
appealing and engaging layout, structure and graphics, so it can fulfill its function of 
integration and interaction with its quality website traffic online. In the process of 
developing a website, the company needs to create its website copywriting that is 
using relevant keywords and related synonyms for its business in its website content to 
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attract company’s target audience. As a result, search engine rankings would increase 
and attract a significant number of desired web visitors. It is essential that applied 
phrases and keywords on the website are selected conscientiously as with these words 
will be the company associated in the search engines. So, the company must understand 
its target audience and what they are searching for (Roetzer, 2012).  
Undoubtedly, an effective website that is properly and frequently optimized should be 
a great tool for building a strong company brand, being connected with industry 
audiences and creating value online. This can as well directly influence website 
visibility, its traffic and company sales. Thus, the company has to optimize its website 
regularly on the grounds that the search engines’ ranking tactics evolve frequently and 
each search engine applies a marginally diverse set of algorithms. Moreover, the 
website can be used as multimedia content publishing tool as well as lead-generation 
tool (Roetzer, 2012). 
Despite the fact that SEO has been traditionally about targeting keyword phrases used 
on a company’s website, actually, a lot of ranking happens off the webpage. Owing to 
increased use of social media platforms and blogging in the last few years, individuals 
are promoting a content that is significant for them by tweeting, linking or 
bookmarking. Since the individuals are the ones to make a decision what to share with 
their own network through social media or blog, those links may result in display that 
attracts even more social shares and links. The significant number of social links is 
viewed as a signal of trust and credibility by company’s audience. Based on this 
attitude, search engines have integrated social media into their search ranking. Any 
articles, white papers, case studies or webinars issued online can be indexed and 
classified as a search engine result, and as a consequence of which this content and 
brand messages should be keyword optimized. Therefore, a company is keen on 
publishing compelling and engaging content for its audience so it would enhance the 
number of links and shares. (Odden, 2012). 
On the other hand, the company should always prefer natural content rather than 
obviously optimized SEO content on its website in view of the perception that natural 
website content will have more appealing tone of speaking for its audience (Dover and 
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Dafforn, 2011). Similarly, various authors recommend writing long-formed quality 
content which will show company’s expertise in the industry.  
The following are the prime search engines that have been established listed by 
Ledford (2008, p. 4): 
 1993: Excite  
 1994: Yahoo!, Lycos and  Web Crawler  
 1995: Infoseek and Alta Vista 
 1996: Inktomi 
 1997: Ask Jeeves and Google 
 1998: MSN Search 
In term of one of the mostly used search engines in the last few years, Google has 
revised its ranking technology, over the years, uncountable times. As stated by Fishkin 
and Hogenhaven (2013), over the last years, Google has boosted its capability to detect 
low-quality contents, cracked down on spam and refurbished its aim at promoting brand 
with superior web content. 
For creating a ‘relationship’ among content, social media engagement and links in order 
to establish a search visibility, Google uses an algorithm called PageRank. This 
concept evaluates a company website’s credibility based on how high is its social 
engagement and thus each link to this page stands for a ‘vote’ for this page. 
Consequently, a company should be seeking and publishing a highly relevant content 
that will be further shared over social media networks (Odden, 2012).  
Moreover, in order to get superior understanding of what kind of keywords should a 
company use, Google provides a tool called Keyword Tool. On the basis of specific 
keyword or phrase, this free tool produces a list of related terms, the volume of website 
displays per month across the search engine and amount of competition advertising with 
assigned keywords (Jones, 2010). 
 
26 
 
1.4.3 Search Engine Marketing (SEM)  
Search Engine Marketing or SEM is one of the Internet marketing techniques, which 
aims for promoting a company website on a search engine. A considerable part of 
SEM, namely anticipation, evaluation, selection and implementation of relevant 
keywords in a company’s content on the Web, is attained by the search engine 
optimization, which was discussed in the previous chapter. Notwithstanding, the 
increased visibility of the corporate web pages among search engine results is 
principally achieved through paid online advertising (Smith and Taylor, 2004).  
Presently, advertisement can be founded everywhere, usually as interruptions of 
individuals’ activities. Advertisers are trying to catch possible consumers’ attention by 
interrupting them while watching television, reading a magazine or shopping. 
Eventually, particular forms of online advertising are based on interruptions as well. For 
instance, there does not exist any affirmation that a company’s direct email would not 
go into the junk mail. Yet, Search engine advertising makes possible to surmount 
these interruption-based advertising obstacles seeing that the ads appear in a search 
engine solely to an individual who is looking for the related content or topic. As 
explained by Scott (2007,  p. 243): 
“Search engine advertising is when a marketer pays to have advertising appear in 
search engines when a user types in a particular phrase that the marketer has 
‘purchased’. ”  
The principle of search engine marketing is based on assisting customers in finding the 
certain product or service they already are interested in. The sponsored links that can 
be purchased by a company are listed on the top of search results. This prominent 
place of search results display is perceive as strategic seeing that a significant number 
of searchers visit solely the first listed websites. A company, that undertake to do search 
engine marketing, is bidding for being listed in this section each time selected 
keywords, related to its business, are used in a search (Harden and Heyman, 2009). 
Typically, search engines offer two options of search engine advertising. A company 
can pay for a click or for a number of ads’ impressions. The most used form of search 
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engine advertising, a ‘pay-per-click’, or PPC, enables to pay for the number of click-
throughs. In other words, the company is purchased for an ad solely if a searcher clicks 
on it and thus lands on the company website. The company’s marketing expenditure can 
be decreased by this type of advertising on account of the fact that customers are 
already looking for the company. Besides, it is assumed that the quality of the website 
traffic, together with the leads, generated by PPC advertising would increase. Because 
of this, the company has to consider what price it is willing to bid for sponsored listing 
on the top of search engine results. In terms of the impression, the company pays for 
how often was the ad shown. Generally, a cost-per-thousand impressions (CPM) is set 
up and can be further regulated by the company (Halligan and Shah, 2010). 
 
Picture No. 2: Paid Search Results (Source: author’s work) 
Google, the most favorite search engine presently, provides his own pay per click 
advertising program called Google Adwords which works similarly to others search 
engines. By purchasing a particular set of keywords, a company can bid for a sponsored 
placement in Google search results. When a searcher enters selected keywords or 
phrases on Google, real-time auction is held. Besides the bid price, the Ad Rank is 
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composed of the Google’s ‘second price auction’. In the term of secondary auction, the 
Google’s algorithm rates: 
 ad relevance; 
 ad formats; 
 landing page experience – appropriate and original content, transparent and easy 
to navigate; 
 expected click-through rate (Google, 2015c). 
To sum up, high quality ads and relevant content on a company website can cut the cost 
of online advertising through a search engine. Therefore, a deep understanding and 
knowledge of keywords and phrases that are searched by company’s consumers and 
prospects is required.   
1.4.4 Display Advertising 
Display advertising is the second most applied type of online advertising based on the 
organizations’ display ads expenditure, according to Strauss and Frost (2014, p. 276). 
Together are banners and variously sizes adverts known as display ads, which are 
presented on a particular website with a click-through option. This allows a browser to 
land on a company’s own website, which was advertised.   
Hooley et al. (2008) point out obstacles of display advertising, that a company can be 
confronted with, namely the lack of flexibility or that advertising is detached and less 
interactive. However, this has changed over the years as a new technology for online 
advertising has been developed. Currently, a company is allowed to present its display 
adverts on carefully selected websites relevant to a company’s business. By this 
targeted presenting of the adverts, viewers are more likely to click on the ad and visit 
the company website (Ginty et al., 2012). 
Correspondingly to SEM, which can boost brand awareness and drive valuable 
website traffic, a company can benefit from display advertising. The display ads may 
produce immense click-through rates owing to the fact that the messages are 
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developed for specific audience that should be interested in the company (Strauss and 
Frost, 2014).  
Notwithstanding the new possibilities in display advertising, without an engaging 
content, the advert would not attract a viewer and thus would not drive website traffic 
from online advertising. So, in order to create efficient display ads, the company needs 
to develop a content that would initiate an action. For these reasons, the company may 
explore to include a picture or a video in its display ads (Harden and Heyman, 2009). 
After all, the purpose of advertising is to provide information, persuade the viewer to 
find out more about the brand or remind a previous shopper to purchase new products 
or finish an order. Besides, display advertising can assist the company with other 
promotional practices, such as new store opening, product launch or a trade show. 
Therefore, the company can build brand awareness and nurture leads by attracting the 
potential customers to its website (Tsai, 2013). 
Owing to the growing number of consumers that are active on the social networks, a 
company can adopt paid social media advertising into its online marketing as well. A 
company that is already executing a content campaign on social networks may consider 
adding a display advertising campaign for special promotion to one of its social media 
profiles (De Palsmecker, 2010). 
Over the years, diverse forms of display ads have been designed. Alongside standard 
variously sized display ads, untraditional formats and newer sizes, such as a pop-up, 
may increase the ads click-through rate. This idea is organized around catching a 
viewers’ attention effectively and making it effortless for them to click on the ad. 
Nevertheless, an enormous number of individuals may get irritated with pop-ups. 
Therefore, the company should take into account the type of advertising that would be 
the most appropriate for its business and would convert potential consumers into leads 
(Clow and Baack, 2014).  
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1.4.5 Direct marketing 
Direct marketing, an important marketing communications technique executed through 
the Internet, can be described as sending e-mails, that embed a ‘call to action’ or sales 
pitch, to a company’s customer list. In the case of prospects, the company does not 
have their e-mail address yet. Hence, prospects need to subscribe for the company e-
mail messages if they want to be receiving them. This is a great way for the company to 
grow its leads contact list, which may result in the increase of sales (Harden and 
Heyman, 2009). 
Although, the company should intend to go further by creating worthwhile content of its 
newsletters rather than releasing product information. Straightforward, mass-marketing 
messaging may be ignored or even recognized as e-mail spam by the virtual mailbox 
provider. As underlined by Ryan and Jones (2012), in direct marketing, it is crucial to 
respect customers’ right to privacy, along with protecting and comprehensibly 
promoting company’s brand in view of the fact that it is uncomplicated for 
newsletters’ receivers to unsubscribe from the company mailing list. For this reason, the 
company should intend to go further by creating worthwhile content of its newsletters, 
rather than releasing product information. 
The successful direct marketing program would be integrated with other online 
communications channels, such as social media networks or a company weblog. 
Moreover, in order to encourage the subscribers to visit a particular website, the e-mail 
message body may contain a web link to click on. As concluded by Tsai (2013), by the 
integration of e-mail newsletters with other marketing channels, together with 
embedding links in the messages, a company can create a content that is to clear, to the 
point and calls for an action. Consequently, this content would be easy to read for the e-
mail receivers, which can lead to engaging further with the company and its marketing 
activities. 
In the light of the previous statements, a company can build its brand, drive website 
traffic and thus incite sales through e-mail newsletters. The fundamental benefit of e-
mail messages is that a company can communicate with its customers efficiently, 
without difficulty, on a personal level. Because of this, the company would enhance its 
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credibility among its prospects and current customers by developing sophisticated and 
relevant e-mail messages that are sent to company’s e-mail recipients (Fenner, 2012). 
1.4.6 Social networks and media 
Currently, social media, as a platform for online communication and networking, has 
become a part of the mainstream marketing communication. Although, not so long 
ago, a company used to update its Twitter or Facebook page solely now and then seeing 
that social sites had been used principally for personal purposes. Since the social media 
have evolved into an opportunity to be in a conversation with specific audience, 
organizations have introduced social media into their online marketing communications 
campaigns (Fenner, 2012). 
A social media website allows organizations to share content with their audience, who 
can further vote or share company’s story with their contacts. Organizations have been 
exploring various benefits of their coherent engagement in social media. Social 
networks allow companies to build and develop an online community by integrating 
and interconnecting them into online discussion. Subsequently, the company and its 
brand are perceived by the company’s prospects and leads more approachable (Fishkin 
and Hogenhaven, 2013).  
A central feature underlying the concept of networking is that a company can expand 
its connections and at that find new customer, business partners or sponsors. This type 
of online networking with company’s audience can be highly beneficial especially for 
business-to-business companies due to the growth of contact and supporters list. On the 
grounds of that, social media are not embraced solely in marketing communications. 
They can affect new product development, pricing or distribution channels (Jones, 
2010).  
Additionally, when a company seeks to boost its brand awareness, social media 
websites can assist in this marketing objective as well. The concept of promoting a 
brand and building a contact list through social media networks is organized around the 
publishing valuable and relevant content on a regular basis. This commitment towards 
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company’s online marketing communications strategy would engage its audience in 
content sharing and thus may improve the customer experience. As highlighted by 
Fishkin and Hogenhaven (2013), when social media networks are used effectively, they 
are able to: 
 deliver ‘social proof’ that increase as individuals share company’s content and 
discuss its brand; 
 set up brand familiarity; 
 drive website traffic; 
 establish positive associations with the brand; 
 attract company’s followers. 
The social media website, Twitter, is currently the most influential micro-blogging 
social website. It allows a company or individuals to post a message, called ‘tweet’, 
with a maximum of 140 characters. This type of messages function as a brief blog 
updates, including the overview of daily industrial news, product news or special 
offers, through which the company can reach its customers and prospects. Company’s 
tweets can be looked up by searching a specific hash tag, which is embodied in the 
message. Furthermore, the tweets are automatically displayed on the home page of a 
company’s subscribers, who are known on Twitter social media website as followers. 
Nonetheless, the company may decide to display a tweet to a prescribed group of its 
choice (Ryan and Jones, 2012).  
The Twitter is a great social media tool for a company that intends to drive higher 
amount of prospects to its website. By generating an appropriate content strategy on 
this social media website, the company can build its brand awareness and make a 
significant buzz in the industry. As identified by De Palsmecker (2010), a Twitter user 
can explore a specific set of ‘one-button’ tools, which support the above mentioned 
marketing objectives: 
 by the RT (retweet)  button, a Twitter user shares the company’s tweets with his or 
her own network; 
 by pressing the Reply, a tweet that starts with a company’s  username (Twitter 
handle) is sent; 
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 the interest in the content of tweet can be expressed by ‘Favorite’ button 
On the other hand, Twitter may be utilized not just for the company’s content 
marketing. The company can monitor the consumer’s perception of its brand and its 
products. There are other features of Twitter that can be analyzed by the company, for 
example mentions. The mentions can be related to a brand, in which case an ‘at’ (@) 
symbol is used in front of company’s username or to a domain link, that is included in 
a tweet (Brogan, 2010). 
Through presently the largest social media website, Facebook, individuals can interact 
with their contacts and grow their contact list by updating their profile pages with new 
information or their opinions through messages, pictures or videos. All the functions 
mentioned above are available as well for organizations that seek to utilize Facebook 
into their social media marketing (Brown, 2012). 
Similarly to other social media websites, in order to grow a Facebook fans, the 
company has to publish a content that would capture customers’ attention. Relevant and 
engaging content can assist the company with promoting the brand and thus 
generating valuable website traffic. Besides, the company can offer a special discount 
to its loyal Facebook fans, which would encourage them to make a purchase, and hence 
boost their sales. As a result, the company’s revenues may rise by successfully executed 
Facebook marketing strategy (Scott, 2007).        
Undoubtedly, Facebook and Twitter are valuable social media networks for a 
company’s online communications marketing. Equally, the following social 
networking site can assist, especially small businesses or business-to-business 
organizations, in their online marketing communications strategy. LinkedIn is a 
business-oriented social media websites that enables organizations to network with 
business professionals. A company can increase its credibility by establishing and 
developing a professional network of business contacts. However, as any other social 
media website, LinkedIn has its own set of rules and unique features that have to be 
taken into consideration (Jones, 2010). 
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Commonly, a profile on LinkedIn is created in order to connect personally with 
business partners, employees or sponsors. To make a connection, mutual acceptance is 
required from both parties. A company profile, which allows the company to update its 
status, post articles and share its news, can be followed one-way as it is a public entity. 
This means that solely individuals can join a group or comment on a post, not the 
company as a business unit. As a consequence, the company should encourage its 
employees to be active on LinkedIn by commenting relevant group posts, giving an 
advice or even look for an assistant with minor technological obstacles. Nevertheless, 
LinkedIn can assist a company with its marketing goals by, for instance, analyzing 
competitors’ network, building a buzz in the industry, hiring top talents and 
enhancening sales opportunities by maintaining valuable customer relationships 
(Fishkin and Hogenhaven, 2013). 
1.4.7 Analytics 
Another emerging trend in the online marketing communications is varied types of 
analytics that put emphasis on accountability and measurable results. As asserted by 
Roetzer (2012), any marketing effort should generate measurable gains in brand 
awareness, market share, customer loyalty or sales. For this reason, sales acquired 
through online communication can be related to online promotions more precisely 
than with traditional ones.  
Referring to corporate website, analytic tools make it possible to analyze data, which 
are obtained by constantly tracking the website. By monitoring the metrics, such as 
website traffic, conversion rate, inbound links or keywords, through web analytics 
software, the company can ascertain the number of website visits by particular mix of 
keywords or the number of other websites that embody the company’s website link 
(Roetzer, 2012). 
In addition, when a company launches a search engine marketing campaign, analytic 
tools are able to provide further valuable data, such as cost per action (CPA), cost per 
order (CPO) or conversion rates. Based on these obtained data, the company can their 
return on investment (ROI) from online advertising. Further, in order to perform an 
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efficient marketing campaign and thus increase ROI, the keyword set or bid prices may 
be adjusted after precise and constant analysis of analytic data (Smith ad Taylor, 2004). 
Ginty et al. (2012) argue that a company, targeting on an awareness campaign, should 
focus on long-term impact of its online advertising campaign for its brand, rather 
than on the number of gained leads. It is presumed, that the website traffic, if the 
marketing communications campaign is performed effectively, with the result of brand 
awareness enhancement. Hence, the authors recommend monitoring the website 
visitor’s sessions, bounce rates and the number of pages visited per one session.  
In relation to direct marketing, a company should measure the number of its 
subscribers who have provided their e-mail address in order to receive the company’s 
newsletters. Based on the collected information from the customers, the company can 
incite further interactions with them on an individual basis. This can be illustrated by 
delivering highly personalized e-mails that are developed on the basis of the recipient’s 
browsing history on the company’s webpage. Through analytics can be identified 
activities, such as the last and past purchases, objects placed in the wish list or the page 
which a visitor abandon (Clow and Baack, 2013). 
Similarly, it is critical to keep a track of individuals, who are following the company on 
social media networks. This can include the followers of the company’s Twitter or 
LinkedIn profile, or fans on company’s Facebook page and how the numbers are 
growing. The company causes more buzz in its industry and reaches broader audience 
across its marketplace as its number of followers and subscribers grow. This can be 
particularly an advantage for a business-to-business organization since the company is 
built through developing strong business relationships and maintaining valuable 
connections (Halligan and Shah, 2010). 
Fishkin and Hogenhaven (2013) highlight other key metrics that can be tracked through 
the social media analytics. Namely: 
 how the company’s social content is performing; 
 social interaction data – the interaction with, further sharing, and re-sharing of 
the content on social media; 
 the number of visitors driven to the company website (traffic data). 
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2 Analysis of current situation 
This chapter contains classified information and thus is not available for the public 
version of the thesis.  
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3 Proposal 
This chapter contains classified information and thus is not available for the public 
version of the thesis.  
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Conclusion 
This master thesis aimed to enhance the brand awareness of selected company through 
online marketing communications. Prior to attending analyses, the Internet marketing 
and its diverse communications channels had been considered and explored in 
theoretical review. The practical part of the paper was comprised of macro and micro 
environment analyses, along with company’s current situation evaluation. The findings 
from analyses, such as the possibility of obtaining additional international customers, 
were identified and summarized in SWOT analysis. There is no doubt that company’s 
competition includes online communications channels into their marketing strategy. 
Nevertheless, in the light of conducted analyses, the competition lacks the commitment 
into Internet marketing, which can create competitive advantage for selected company.  
The proposal suggested online advertising and content marketing as the most 
appropriate Internet marketing tools for the selected company on the grounds of the 
company’s objective and its character of business. Further, the recommendations did 
take company’s budget for Internet marketing into account. Thereafter, the return on the 
investment was appraised on the basis of number of visitors driven to company’s 
website from suggested marketing practices. By the utilization of proposed online 
marketing techniques, the company can increase its website traffic, as a consequence of 
which the company’s brand awareness would raise. Moreover, the planned online 
promotional mix will assist to the selected company in growing its contact list 
considering that the number of unique website visitor. Ultimately, after acquisition of 
organizations’ contact, the selected company can more readily initiate conversation with 
businesses and thus convert lead into sales. 
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